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Lodging marketing literature: 
Analysis of journals 
by Ravi Pandit and 
Sara C. Parks 
Unlike the services marketing literature, 
lodging research publications appear to be 
limifed to a few general topic areas. The 
authors present a cnmparative analysis of 
the evolution of lodging marketing and ser- 
vices marketing research and provides 
direction for future research agendas. 
T he early roots of marketing as an area of academic study date back to 1910. At 
that time, the marketing field 
stressed agriculture markets, 
mining, and fishing industries. 
Marketing was seen as a social or 
economic process rather than as a 
set of managerial activities and 
responsibilities. This approach to 
the study of marketing was more 
descriptive than nonnative. 
The managerial approach to 
the study of marketing, which 
evolved in the 1950s and 1960s,' 
defined marketing from a prob- 
lem-solving or a decision-mak- 
ing perspective and relied on 
analytical frameworks of eco- 
nomics, psychology, sociology, 
and statistics to explain market- 
ing phenomena. The focus of the 
literature at  this time was on 
general marketing and sales 
management. The evolution of 
services marketing and lodging 
marketing literature started 
almost at  the same time in the 
early '60s and continued on into 
the '70s. The debate about ser- 
vices being different from prod- 
ucts was the starting point of 
the evolution in services mar- 
keting t h e ~ r y . ~  
Services marketing literature 
provided key characteristics and 
definitions to assist in under- 
standing the role marketing 
played in management decision- 
making.' However, at the same 
time, lodgmg marketing literature 
focused on the marketing profes- 
sional rather than on empirical or 
theoretical protocols. The use of 
sophisticated analytical tech- 
niques and methodologies were 
used much less in the hospitality 
field than in other academic fields.' 
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Lodging marketing literature 
of the early 1980s, on the other 
hand, was characterized by signif- 
icant interaction between acade- 
mics and practitioners and 
consisted primarily of a few gen- 
eral topic areas such as the design 
of marketing  program^.^ Given 
the nature of the lodging industry, 
where there is overlap between 
operations and other marketing 
management functions such as 
sales and public relations, there 
appears to be a serious omission 
on the part of researchers in briug- 
ing these two concepts together in 
their protocols. 
Focus was lacking 
During this time a lack of the- 
ory and research existed on the 
interrelationship between mar- 
keting and other management 
functions. The literature had a 
singular external focus, but lacked 
a strong interdisciplinary orienta- 
tion, especially in relation to con- 
sumer behavior and its Impact on 
operations and strategic business 
management. The focus of lodging 
marketing literature on opera- 
tional issues reflected its weak- 
ness in addressing corporate level 
issues such as strategy develop- 
ment, corporate culture, and care 
competence. 
Strategic marketing needs of 
the lodging industry should be 
addressed in order to assist lodg- 
ing industry professionals sustain 
competitive advantages. The focus 
of marketing researchers and 
practitioners has been on the 
management of the marketing 
mix and short-run strategies 
(more tactics than strategies), 
which have been unproduetivc 
because they are based on more 
short-term financial indicators 
such as annual and quarterly prof- 
it goals. Additionally, the develop- 
ment of a research agenda specitic 
to marketing issues in the lodging 
field has been sporadic at best. 
Study is needed 
Analyses of the contents and 
contributions of lodging market- 
ing articles appearing in hospital- 
ity research journals have not 
been conducted prior to this study. 
Such analyses have been conduct- 
ed in services marketing and, to a 
more limited extent, in hospitality 
 publication^.^ It is important to  
undertake a similar study of lodg- 
ing marketing research to help 
develop both a historical perspec- 
tive and a future research agenda 
for the profession. 
This study reports the fmd- 
ings of a content analysis of key 
topics in the lodging marketing 
field that have been published 
over the past 30 yews in three 
major hospitality tourism research 
journals, Hospitality Research 
Journal (HRJ), Cornell Hotel and 
Restaurant Administration Quar- 
terly (CHRAQ), and Journal of 
Dave1 Research (JTR). The review 
is limited to the last three decades 
because this time came marks the 
emergence of hospitality research 
as a specialized field of study. 
The study is designed to ana- 
lyze the lodging marketing litera- 
ture using the Fisk, Brown and 
--- 
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Bitner framework, compare the 
evolution of lodging marketing lit- 
erature to the evolution of services 
marketing literature, and estab- 
lish benchmarks and suggest new 
directions for outcome research 
agendas. 
Literature evolution is traced 
To allow for comparisons with 
the evolution of general services 
marketing literature, the organi- 
zation and review of the lodging 
marketing literature was based on 
the framework used by Fisk, 
Brown, and Bitner' since it 
addresses issues specific to ser- 
vices marketing and it was easily 
adaptable to lodging marketing. 
The evolution of services market- 
ing literature was described in 
three stages: Crawling Out Stage, 
Scurrying About Stage, and Walk- 
ing Erect Stage. 
The Crawling Out Stage (pre- 
1980) saw the peaking of the 
debate over whether "services 
marketing is different from prod- 
uct marketing" and was charac- 
terized by services marketing 
scholars struggling to publish 
their work. The Scurrying About 
Stage (1980-1985) saw increased 
contributions to the rapid develop- 
ment of multiple topics such as 
service quality, service encoun- 
ters, and service recovery. Finally, 
the Walking Erect Stage (1986- 
1992) saw services marketing as 
an established field within the 
marketing discipline; publications 
included topics such as service 
quality, service design, customer 
retention, internal marketing, 
and relationship marketing. The 
three journals were selected 
because they possessed at least a 
20-year publication history and 
they published hospitality 
research exclusively. Articles on 
lodging marketing from books, 
conference proceedings, hospitali- 
ty trade journals, newspapers, 
magazines, dissertations, and 
other marketing journals were not 
included. 
The methods for searching 
the literature followed the 
approaches used by Kluge and 
Fish, et al., and included scan- 
ning indexes, bibliographies, and 
electronic databases? The table 
of contents of the three journals 
were manually and electronically 
reviewed to identify all articles 
related to marketing in the lodg- 
ing industry. ABMNFORM, the 
leading electronic business data- 
base, and the Hospitality Index 
were used to verify the journals 
searched. The bibliography in 
each article was reviewed to 
identify additional resources 
related to lodging marketing. 
Marketing definition is broad 
Marketing was defined as all 
the activities of the lodging busi- 
ness that encompassed the gener- 
al marketing functions, including 
marketing management, strategic 
marketing planning, market 
research, and consumer behavior. 
Key words such as 'lodging mar- 
keting," "strategic marketing," 
and 'lodging and hotel" were used 
to identify the articles, resulting in 
the identification of 184 articles. 
Pundit and Parks 
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The literature was sorted by 
number of publications by period, 
by publication type, and by 
research topic area. The resulting 
lists were used to track the 
chronology of marketing litera- 
ture and to organize this analy- 
sis. The articles were further 
evaluated based on type of 
research, theoreticaVconceptua1 
(those grounded in theoretical 
constructs), empirical/method- 
ological (those that used experi- 
ments on primary data to test 
theorics, concepts, or methodulo- 
gy), and practical (appliedUfeature 
(narrative, scholarly thoughts, or 
descriptive/historical analysis, 
general trends, and market envi- 
ronment analysis). A typology 
based on the evaluation criteria 
and chronology was developed for 
the purpose of analysis. 
Literature exhibits styles 
The evolution and progress of 
lodging marketing research as 
reflected in the literature can be 
described in three stages: Pre- 
Boom Period (pre-1980i, Boom 
Period (1980s), and Post-Boom 
Period (1990-present). These peri- 
ods parallel both the stages of the 
industry's life cycle and the stages 
in senices marketing used by 
Fisk, et aLY 
In the Pre-Boom Period (pre- 
1980) the hospitality industry was 
beginning to show signs of rapid 
growth! and major educational 
institutions responded to man- 
power demands by incorporating 
hospitality curricula into their 
programs. Hospitality programs 
in the U.S. grew from just a few in 
the late 1970s to more than 160 
baccalaureate degree programs by 
the late 1980s.'"~ fie-Boom 
Period saw hospitality marketing 
publications based on general 
marketing and services marketing 
frameworks. However, research 
publications were primarily 
descriptive and frequently lacked 
an empirical framework. New con- 
cepts and management formats 
were emerging to shape the com- 
petitive environment of the lodg- 
ing industry. 
'80s is boom period 
In the Boom Period (1980s), 
the political and economic envi- 
ronment facilitated the building 
boom in the hotel industry. Hotels 
and lodging establishments were 
built at a rate faster than the 
demand for those facilities. Con- 
tributions to the lodging market- 
ing literature during this period 
primanly focused on key topics 
within the general marketing mix: 
product, price, place, and promo- 
tion. Again, the research was pri- 
marily descriptive or exploratory. 
In the Post-Boom Period 
(1990s to present), many empiri- 
cal studies with new theories and 
methodologies have been pub- 
lished. The concepts of service 
quality and consumer satisfac- 
tion are being addressed using 
the SERVQUAL, DINESERV, 
and LodgServ models." Advanced 
statistical methods such as clus- 
ter and conjoint analysis are 
used to analyze and evaluate 
empirical data. The publications 
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during this period reflect a much 
more rigorous and empirical 
research orientation. 
The identification and selec- 
tion methodology was based upon 
articles having titles that reflect 
content related to marketing, as 
defined for this study, in the lodg- 
ing industry. Articles that did not 
indicate content of lodging mar- 
keting literature in their titles, but 
might have been implicitly related 
to the general area of the review, 
may have been overlooked in the 
identification pmcess. The omis- 
sion of such articles, if any, was in 
no way intentional, nor did it 
reflect upon the credibility of the 
articles and their authors. 
The number of the marketing 
articles from the three major jour- 
nals identified in this report are 
presented inTable 1, a total of 194. 
The Fisk, et al. study identified 
524 journal articles as of 1992 in 
the services marketing literature 
(see Table 2).12 
The Cornell Hotel and Restau- 
rant Administration Quarterly 
(CHARQ) carried almost 81 per- 
cent of the publications, followed 
by Hospitality Research Journal 
with 11 percent, and the Journal 
of IFauel Research with 8 percent 
over the three periods. This was as 
expected, since the CHARQ has a 
much longer publication history 
and is more targeted to the lodg- 
ing industry than the other two 
publications. 
The Pre-Boom Period (1960- 
1979) in the lodging industry pro- 
duced 60 publications,as compared 
with 59 publications during the 
Crawling Stage (pre-1980) of the 
Fisk, et al. study. During this 
time, 1960-1979, hospitality edu- 
cation experienced a growth peri- 
od and was developing rapidly as 
a distinct field of academic study. 
This growth paralleled that of 
the hospitality industry which, 
in turn, created a demand for 
hospitality management person- 
nel and for a more sophisticated 
research agenda. 
Over these decades, the Cor- 
nell Hotel and Restaurant Admin- 
Table 1 
Articles focusing on lodging marketing 
in three hosoitalitv research iournals 1960-1997 
Hospitality Comell Hotel & ~ournalof 
Research Restaurant Travel 
Journal Administration QuarfeHy Research TOTAL 
Pre-Bwm Stage 0 55 5 60 
1960-1979 
Boom Stage 1 65 4 70 
1980-1989 
Pos tBwm Stage 19 
1990-1997 
*En- period June 1997 
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Table 2 
A comparison of the number of lodging marketing articles 
in sewices marketing and lodging marketing literature 
Number of services 
Stage marketing alticles 
Crawling Out 59 
(Pre-1980s) 
Scurrying About 104 
(1980-1985) 
Walking Ered 361 
(1986-1992) 
Number of lodging 
Period marketing articles 
Pre-Boom 60 
(Re-1980s) 
Boom 70 
(1980.1489) 
Post-Boom 54 
(1990-1997) 
Period dictates research 
istration Quarterly (1960) and 
the Journal of Dauel Research 
(initially the Journal of Hospi- 
tality Education, (1976-1980) 
were established as major jour- 
nals for publication of hospitali- 
ty research. Sixty marketing 
publications in the lodging area 
extended across the 20-year 
period. The services marketing 
literature was also in the evolu- 
tionary stage during the same 
period. About 55 of the hospi- 
tality publications appeared in 
the Cornell Hotel and Restau- 
rant Administration Quarterly 
and five in the Journal of Dauel 
Research. 
As of 1979, the Journal of 
Hospitality Education included 
no published articles related to 
lodging marketing or general 
hospitality marketing. This jour- 
nal was in the evolutionary 
stage and its focus was primari- 
ly on hospitality education and 
educators rather than on applied 
marketing research that would 
be of benefit to the industry. 
A summary of articles classi- 
fied on the basis of four types of 
research (theoretical, empirical, 
practical, and descriptive) appears 
in Table 3. Most of the articles 
published in the CHARQ were 
theoretical or practical in nature 
and were written by industry pro- 
fessionals and analysts; a few 
were provided by academics. The 
articles were adaptations of 
speeches by industry profession- 
als, primarily given at major con- 
ventions and conferences and 
addressed to hotel managers. 
There were fewer contributions 
from academics, which was under- 
standable because the research 
focus during this period was still 
on operations and finance. 
Yesawich, Grohmann, and 
Coflinan emerged as the leading 
authors with two or more publica- 
tions in the established journals 
during the pre-1980 stage.lW1 
three authors were industry con- 
sultants and their contributions 
were focused on general market- 
ing concepts as applied to the 
FIU Hospitality Review 
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Table 3 
Number of publications by journal and research type 
Research Type HRJ' CHAR08 JTR' TOTAL 
F'racticaWeature Articles 65 65 
TOTAL 20 149 15 184 
a. HRJ = Hospitality Research Journal 
b. CHAR0 = Cornell Hotel and Restaurant Administrabon Quariedy 
c. JTR = Journal of Travel Research 
lodging industry and were gen- 
erally descriptive. Hospitality 
research was new and the pub- 
lishing outlets for the early liter- 
ature were limited primarily to 
the three hospitality research 
journals reviewed. 
The five articles published in 
the Journal of Dauel Research 
during the Pre-Boom Period were 
also descriptive in nature. Six of 
the publications during this peri- 
od included empirical investiga- 
tions, while 15 papers had a 
conceptual or theoretical under- 
pinning. The literature was rooted 
in the general marketing litera- 
ture as opposed to services mar- 
keting literature and the 
approach, though applied to the 
hotel industry in general, was still 
product-oriented and narrative. 
The articles discussed basic mar- 
keting concepts such as sales, 
advertising, location, and con- 
sumer demand as applied to the 
lodging business. Industry profes- 
sionals were the primary target 
audience. The hotel industry was 
developing into a dominant sec- 
tion of the travel services industry. 
However, just as in the services 
marketing discipline, the develop- 
ment in the lodging marketing 
discipline received little notice. 
In the services marketing lit- 
erature the majority of the publi- 
cations in the Crawling Out Stage 
were conceptual. Definitional 
assertions about the nature of ser- 
vices and their marketing were 
often key parts of these articles. 
Few publications included empiri- 
cal investigations in the services 
marketing literature. 
Number of articles increases 
During the Boom Period 
(1980-19891, there were 70 articles 
in the lodging marketing disci- 
pline, as compared to 104 articles 
in the services marketing Litera- 
ture in the ScurryingAbout Stage 
(1980-1985). 
The 1980s saw a lodging real 
estate boom as a result of the ew- 
nomic and tax policies of the Rea- 
gan administration, There was 
Pundit and Parks 45 
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expansion in motels, time shares, 
condominiums, etc. Two signifi- 
cant events marked this period: 
the lodging industry expanded 
rapidly, and two additional promi- 
nent journals in the hospitality 
research field began publication, 
the International Journal of Hos- 
pitality Management (inaugural 
year 1982) and the Floorida Inter- 
national University Hospitality 
Review (inaugural year 1983). 
These journals were not included 
in this review because they did not 
meet the selection criteria of 20 or 
more years of publication history. 
However, it should be noted that 
they have made imporlant contri- 
butions to the literature. During 
the Boom Period the Journal of 
Hospitality Education was 
renamed Hospitality Education 
and Research Journal in 1980. 
The renaming was an indication 
of the direction of future publica- 
tions. 
Hospitality cducation contin- 
ued to be the primary focus of 
most articles in the Hospitality 
Education and Research Journal. 
Only one article related to lodging 
markeimg was published in this 
journal and it was a conceptual 
paper." 
Industry, academics interact 
Once again, the Cornell Hotel 
and Restaurant Administration 
Quarterly was the leading publi- 
cation during the Boom Period, 
with 65 articles published during 
this period. Journal of navel 
Research had four articles to its 
credit. This period marked the 
interaction between academics 
and professionals in the lodging 
marketing literature. 
Scholars such as Lewis,'' and 
Knutson and Makens,I6 were 
major contributors and are often 
credited for steering the lodging 
marketing field toward a distinct 
discipline. The majority of articles 
featured in the CHARQ were writ- 
ten by industry professionals such 
as Yesawich.17 
During the Boom Period the 
Journal of 'kauel Research pub- 
lished four articles related to lodg- 
ing marketing; three were 
conceptual and one was an empir- 
ical study by Filiatrault and 
Rit~hie.'~ These researchers and 
industry professionals used con- 
ceptual and theoretical frame- 
works grounded in services 
marketing literature, and hence 
made significant contributions to 
the lodging marketing literature 
by laying the groundwork for 
future research. 
The Post-Boom Period (1990- 
1997) saw 54 lodging marketing 
publications, as compared to 361 
publications in the services mar- 
keting Walking Erect Stage (1985- 
1992). 
Industry growth was hindered 
by the recession of the early 1990s 
and at the maturing or the lodging 
industry. The role of marketing 
within service industry firms, 
including the lodging industry, 
was transformed from being mod- 
estly important to being a core 
function vital to the survival of 
the organization. The Post-Boom 
Period saw the growth of scholar- 
FIU Hospitality Review 
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ly lodging marketing publications 
written primarily by academics 
for a more highly educated audi- 
ence. The publications in CHARQ 
continued to be primarily concep- 
tual and theoretical in nature, 
replacing the practical focus in the 
initial two periods. There were 
only a few empirical studies pub- 
lished in the CHARQ during this 
period. Dev, Lewis, and Makens 
were the established authors 
among the few contributors of 
empirical articles. Most of the arti- 
cles focused on market segmenta- 
tion and positioning. 
During the Post-Boom Period, 
Hospitality Education and 
Research Journal was renamed 
Hospitality Research Journal in 
1990 to indicate the broader scope 
of the publication. While this peri- 
od saw a decline in the number of 
publications in the lodging mar- 
keting discipline, there was 
increased emphasis on empirical 
and theoretical rigor. Once again 
the CHARQ was the leading pub- 
lisher with 29 publications, fol- 
lowed by the Hospitality Research 
Journal with 19 publications, and 
the Jounzal of Tkauel Research 
with six articles. The majority of 
the articles had a general focus of 
consumer behavior, customer sat- 
isfaction, and quality. 
The Hospitality Research Jour- 
nal saw a substantial increase in 
the number of articles, most of 
them empirical studies; 13 of the 
19 publications had empirical or 
methodological foundations and 
five were conceptual or theoreti- 
cal. The major focus was on cus- 
tomer satisfaction and service 
quality. All six articles published 
in the Journal of Dave1 Research 
were empirical investigations. 
In general, the Post-Boom 
Period saw a radical change in the 
focus of the publications. The 
Walking Erect Stage (1986-1992) 
also saw increasing empirical and 
theoretical rigor in the content of 
services marketing publications. 
The cross-disciplinary and inter- 
national nature of the services 
marketing field was becoming 
increasingly evident in the litera- 
ture. The lodging marketing field 
was also taking a mss-discipli- 
nary and international approach. 
Evolution focuses on academic 
The evolution of lodging mar- 
keting Literature indicates that 
publications became more empiri- 
cal and theory driven, focused 
more toward the academic than 
the practitioner. The initial publi- 
cations, particularly during the 
first two periods, were narrative 
discussions rooted in the general 
marketing literature. The Post- 
Boom Period saw lodging market- 
ing topics stemming from 
cross-functional areas such as psy- 
chology, operations management, 
human resources, economics, and 
statistics. 
For the purpose of analysis, 
the themes and topic areas were 
grouped into five broad categories 
(see Table 4): consumer behavior 
(customer satisfaction/service quali- 
ty, customer retention, customer 
feedback, customer attitude/&oiices 
and service encountedpmcesses); 
Pundit and Parks 
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marketing mix, product (packag- 
ing), price, place (location, layout 
and design), pmmotion (adverhsing, 
communications, public relations, 
sales, communications); strategic 
marketmg (differentiation, competi- 
tive analysis, and cost strategies, 
segmentatiodanalysis positioning, 
general strategic marketing); mar- 
ket analysis (trenddmarket analy- 
sis, methods); and other (internal 
marketing, global marketing, gen- 
eral marketmg). 
The categorization of specific 
topic areas in the publications was 
based on the broad areas in the gen- 
eral marketing discipline. 
Customer satisfaction and ser- 
vice quality were the mast fre- 
quently researched consumer 
behavior areas, with 11 total pub- 
lications out of the 37 in this cate- 
Table 4 
Articles in research journals by topic areas 
Research topidfocus HRJ' CHAROb JTR' TOTAL 
Consumer behavior 
Customer Satisfaction/Service Quality 6 4 1 11 
Customer Retention 2 5 7 
Customer Feedback 2 5 1 8 
Customer AttitudeKhoices 1 5 2 8 
Service EncounterdProc~sses 
TOTAL 
Marketing mix 
Pmduct 
Price 1 3 4 
Place 1 1 2 4 
Promotion (Adv PR Sales Communications) 1 40 1 42 
TOTAL 3 45 5 53 
Strategic marketing 
Differentiation 
Cnst Strategies 1 
SegmentationIAnalysis 10 10 
Competitive Analysis 
Positioning 1 4 5 
General Strategic Marketing 3 5 2 10 
TOTAL 4 20 2 26 
Marketing analysis 
TrendsiMarket Analysis 22 1 23 
Methods 10 3 13 
TOTAL 32 4 36 
Other 
Internal Marketing 2 2 
Global Marketing 6 6 
General Marketmg 20 20 
Technology in Marketing 4 4 
TOTAL 32 32 
a. HRJ = Hospitality Research Journal 
b. CHARQ = Cornell Hotel and Restaurant Administration Quarterly 
c. JTR = Journal of Travel Research 
--- 
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gory. Service encounters and 
processes were the least researched 
areas wlth only four publications, 
Nikolich and Sparks,l3 Sparks,Lo 
and kancese;" these authors were 
both academics and practitioners. 
The key articles on customer sat- 
isfaction were published in the 
late 1980s and early 1990s; 
Lewis," Knut~on, '~ Barsky," and 
Almanza, Jaffe and Linz5 were the 
main contributors. 
Customer retention, cus- 
tomer feedback, and customer 
attitudes and choices was the sec- 
ond most published sub-category 
within the consumer behavior 
category. Most of the empirical 
studies in the lodging market~ng 
literature have been published 
in this category. Knutson, 
Stevens, Wullart and Patton 
developed the "LodgServ" Model 
for measuring service quality in 
the lodging industry, which was 
subsequently reported in  the 
Hospitalrty Research J ~ u r n a l . ~ ~  
This model was based on the 
popular SERVQUAL Model 
developed by Parsuraman, Zei- 
thaml, and Berryzi 
Topics not researched 
Although the services market- 
ing literature is rich with studies 
in topics such as service encoun- 
ters and service processes, these 
topics have not been extensively 
researched in lodging marketing 
literature. Based on the extensive 
services marketing literature, 
there seems tobe a potential for lir- 
ther studies in different topic areas. 
Marketing mix crosses periods 
Marketing mix articles, with 
53 publications, provided the focus 
of most publications across the 
three evolutionary stages; 42 out 
of the 53 publications were devot- 
ed to the marketing function of 
promotion, which included arti- 
cles in sales, advertising, public 
relations, and communications. 
Most of these articles were fea- 
tures and scholarly papers or 
debates based on the industry 
environment during the relevant 
stages. Industry professionals and 
not academics were the target 
audience for most. 
During the three periods, there 
appeared to be a general lack of 
research in the product, price, and 
place components of the marketing 
mix. Only 11 articles were pub- 
lished addressing these compo- 
nents, and only four were rooted in 
theory and empirical evidence. 
In this analysis, general mar- 
keting strategy refers to articles 
addressing one or more strategy 
dimensions not categorized other- 
wise in this study. There were few 
publications in the strategic mar- 
keting category. Out of the 184 
publications reviewed, only 26 
addressed strategic marketing. 
With the exception of a few empir- 
ical and theoretical articles, most 
of the articles were practical or 
descriptive and addressed general 
marketing concepts. There were 
no articles published on differenti- 
ation or competitive strategies; 
most focused on positioning and 
general marketmg strategies. 
Pandit and Parks 
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Ma&% analysis relates to industry 
With 36 publications, this cat- 
egory was the third most fre- 
quently published area of study. 
Once again, most of the publica- 
tions were practical and featured 
articles with an industry-related 
audience, and all appeared in the 
Cornell Hotel, Restaurant, Admin- 
istration Quarterly and the Jour- 
nal of Dave1 Research. Most of the 
market research in this category 
was probably proprietary and, 
consequently, not published. 
Sub-categories which could 
not be classified under the broad 
categories included internal 
marketing, global marketing, 
general marketing, and technol- 
ogy in marketing. Collectively, 
32 publications contributed to 
this category, with the focus of 
most being general marketing 
and conceptual discussions or 
debates. Technology and global 
competition made it necessary 
for both industry and academia 
to look into their effects on mar- 
keting. There is a significant 
lack of focus on technology and 
global marketing in the litera- 
ture. This is evident from the 
number of publications (four in 
technology and six in global 
marketing) in the past 30 years. 
Internal and relationship 
marketing was least focused in 
the lodging literature. The basic 
premise of internal n~arketing is 
that satisfied employees (internal 
customers) wiU lead to satisfied 
customers. However, some of these 
publications were not included in 
this review because their titles 
focused on human resources as 
oppwed to marketing. The concept 
of internal marketing is commonly 
used, discussed, and written about 
in management rather than in the 
general and services marketing 
literature. 
Some areas need research 
This study seems to indicate 
that many critical areas in lodging 
marketing appear to have been 
given minimal attention. Strate- 
gic marketing (especially differen- 
tiation and competitive strategies), 
global marketing, technology in 
marketing, and internal market- 
ing are areas which seem to 
require more attention &om both 
academics and practitioners. 
Lodging marketing literature also 
nee& attention in the following 
topic areas: 
Strategic marketing has 
been researched extensively 
in management and in the 
general and service market- 
ing discipline. Lodging mar- 
keting researchers may 
consider incorporation of the 
concepts and methodologies 
tested and validated in the 
services marketing disci- 
pline into their work. A 
mature lodging industry 
needs better information 
and strategies to sustain 
competitive positions. New 
differentiation strategies 
need to be formulated with 
modern techniques and 
methodologies in cost and 
competitive analysis. 
- 
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Global marketing is another 
important area that war- 
rants attention. A global 
marketplace has added to 
the intense competition in 
the industry. Unhke the ser- 
vices marketing literature, 
where an international 
dimension was part of the 
discipline's early develop- 
ment, this study did not find 
an international focus in 
lodging marketing litera- 
ture. Other related fields 
such as services marketing 
should be looked at to draw 
solutions to problems and 
build theories and method- 
ological approaches. The 
International Hospitality 
Research Journal and the 
FIU Hospitality Reuiew 
have opened new avenues of 
support through contribu- 
tions of international 
researchers and scholars. 
This could provide a rich 
theory base for these new 
publications. 
Technology in lodging 
marketing has so far been 
one of the areas that has 
received the least attention 
from academics. However, 
the new journals, such as 
the International Journal 
of Hospitality Information 
Technology, will provide 
additional opportunities for 
publishing research in this 
area. The nature of the 
lodging industry, with its 
high levels of human inter- 
action, has influenced some 
authors to ignore the 
potential contributions of 
technology to lodging mar- 
keting. The impact of tech- 
nology, especially on service 
processes and design, com- 
munications, and database 
marketing, needs further 
research. 
Internal marketing has 
been sparsely discussed in 
the literature and has been 
subjected to extensive 
research. Services market- 
ing literature provides rich 
sources through topics such 
as service encounters and 
service experiences, which 
are influenced by internal 
customers (employees). Well- 
established theories and 
methodologies in the human 
resource and consumer 
behavior disciplines can pro- 
vide foundations to internal 
marketing in the lodging 
marketing research. 
Marketing models and 
measurement methodolo- 
gies are yet other areas that 
deserve attention. The need 
to develop alternative meth- 
ods and measures to com- 
plement existing models 
such as the popular 
SERVQUAL Model should 
be considered; and princi- 
ples tested in other disci- 
plines such as social 
psychology, economics and 
finance, political science, 
and cultural anthropology 
should be contemplated. 
Pandit and Parks 
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Core competence and core 
capabilities. New concepts 
and theories such as core 
competencezR and core capa- 
bilities? are emerging areas 
that might be investigated 
for adaptations to the lodg- 
ing industry. Core compe- 
tence and core capabilities 
can become the foundations 
of dfferentiation strategies 
that will help firms sustain 
a long-term competitive 
position. Marketing man- 
agers and researchers 
should look at their core 
competencies and core capa- 
bilities to develop new mar- 
kets rather than just 
increase and sustain market 
share in an established and 
mature market. 
Finally, publications in lodg- 
ing marketing should become 
more empirically based and theo- 
ry driven as opposed to only being 
conceptual discussions, debates, 
and commentaries. While these 
latter publications have played an 
important role in describing the 
relationship among lodging vari- 
ablcs, studies are needed to look at 
causal relationships. The topics 
studied so far have not been sub- 
stantially rooted in published 
research. A critical mass of con- 
sumer behavior scholars and a 
cohesive core of research must he 
pursued. 
Based on the observations and 
analysis of the publications 
reviewed in this report, one can 
say that the lodging marketing lit- 
erature is finally evolving and the 
Post-Boom Period can be termed 
as the beginning of serious lodging 
marketing research. It is certain 
that with the growing community 
of academics and practitioners, 
and the pioneers who published 
before them, the potential research 
areas and methods of studying 
and understanding them will con- 
tinue to grow. Present and future 
contributions to the literature 
should provide a tremendous 
boost for the evolution of the next 
period and greatly enhance the 
lodging marketing discipline. 
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